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2.3	  Transmittal	  Letter	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  

Kansas	  Department	  of	  Administration	  
Procurement	  and	  Contracts	  
800	  SW	  Jackson	  Street	  	  Suite	  600	  
Topeka,	  KS	  66612-‐1216	  
	  
RE:	  Event	  ID	  EVT00002068	  
Advertising,	  marketing	  and	  Media	  Buys	  
	  
To	  whom	  it	  may	  concern:	  
	  
	  
(a)	  	  WhitworthBallouLLC	  (the	  bidder)	  is	  the	  prime	  contractor.	  	  Upon	  award	  of	  the	  contract,	  Kern	  
Marketing	  Group	  Binkley	  Media	  LLC,	  Gaston	  Design,	  SJInsights,	  and	  The	  Fish	  Agency	  may	  be	  
subcontracted	  for	  certain	  creative	  services,	  media	  and	  production.	  	  Certificates	  of	  Tax	  Clearance	  are	  
enclosed.	  
	  
(b)	  WhitworthBallouLLC	  is	  a	  partnership	  incorporated	  in	  the	  state	  of	  Missouri.	  
	  
(c)	  WhitworthBallouLLC	  does	  not	  discriminate	  in	  employment	  practices	  with	  regard	  to	  race,	  color,	  
religion,	  age,	  sex,	  marital	  status,	  political	  affiliation,	  national	  origin	  or	  disability.No	  attempt	  has	  been	  or	  
will	  be	  made	  by	  our	  firm	  to	  induce	  any	  other	  person	  or	  firm	  to	  submit	  or	  not	  to	  submit	  a	  proposal	  
	  
(d	  )	  Douglas	  D.	  Ballou,	  the	  person	  signing	  this	  proposal,	  is	  authorized	  to	  make	  decisions	  as	  to	  pricing	  
quoted	  and	  has	  not	  participated	  and	  will	  not	  participate,	  in	  any	  action	  contrary	  to	  the	  above	  statements.	  
	  
If	  there	  are	  any	  questions	  with	  respect	  to	  the	  statements	  above	  or	  the	  response	  to	  this	  RFP,	  please	  
direct	  those	  questions	  directly	  to	  
	  
WhitworthBallouLLC	  
7701	  NW	  Prairie	  View	  Road	  	  #19	  
Kansas	  City,	  MO	  	  64151	  
Phone:	  816.719.4315	  
Email:	  	  	  doug@whitworthballou.com	  	  
	  
Thank	  you	  for	  this	  opportunity	  to	  propose	  our	  credentials,	  experience,	  and	  approaches	  
	  
	  
	  
	  
Douglas	  D.	  Ballou	  
Managing	  Partner	  
	  
Bid	  Event	  No.	  EVT0002068	  
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2.4 QUALIFICATIONS:

The bidder must include a narrative of the bidder's corporation and each subcontractor if 
any.  The narrative shall include the following:

(a) date established;

(b) ownership (public, partnership, subsidiary, etc.);

(c) number of personnel, full and part time, assigned to this project by 
function and job title;

(d) resources assigned to this project and the extent they are dedicated 
to other matters;

(e) organizational chart;

WhitworthBallouLLC was established in 2006 by Nancy Whitworth and Doug Ballou who 
had served in marketing and human resource leadership roles at Kansas City’s most 
prominent corporations and leading advertising agencies including Transamerica Occi-
dental, Yellow Freight System, Valentine Radford, and Innovex/Quintiles. 

WhitworthBallouLLC subsequently formed strategic alliances to manage integrated mar-
keting and public outreach campaigns in Kansas and certain other market segments with 
leading partners including Kern Marketing and SJInsights.  

A sister company, also owned by the principals is BlueWindowLLC that organizes and 
implements supply chain solutions in Food and Agriculture, Renewables and Energy, 
Urban/Municipality Sustainability, and manufacturing.  Communications, Education, and 
Change Management are inherent in those sustainability initiatives.

This consortium has a demonstrable track record and quantifiable outcomes including 
Kansas Department for Aging and Disability Services, Kansas Secretary of State, John-
son County Kansas, Lawrence Kansas, University of Kansas Bioscience & Technology 
Center, Lawrence and Kansas Chambers of Commerce and numerous civic and social 
services agencies.

Added evidence of our success is the renewal of our agreements with every one of those 
State of Kansas agencies beyond the initial scope of work or projects.

Another hallmark of those initiatives has been the ability to coalesce effective stakeholder 
alliances and media partnerships that have stretched limited budgets and achieved sig-
nificant and verifiable results.  
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We encourage prospective Kansas agencies to contact your counterparts cited in  REF-
ERENCES on page 88 to learn of the caliber of work, results, stewardship, service qual-
ity, and value received.

Collectively, the media team probably buys more media on behalf of the State as any 
other group affording us familiarity and leverage that has delivered highly advantageous 
placement opportunities and “stretch” for our State of Kansas clients on both paid and 
PSA basis.  

This core group is arguably among the most accomplished and recognized team of mar-
keting, advertising, and media professionals in the region. Our combined experience is 
unparalleled and offers a scalable, affordable and optimal solution for Kansas agencies 
with initiatives of any size and scope. 

Every team member has at least 20 years experience, most more. 

In the course of planning, developing, and managing a campaign up to 12 different indi-
viduals might be involved serving in research, campaign planning, administrative, media 
strategy, digital content, graphic design, copy, broadcast production, and print production.

While all personnel are involved in other client matters, the agency has sufficient band-
width to fulfill all the commitments explicit and implied in this response.  Inversely, the 
nature of our consortium and business model liberates us from the bureaucratic and 
cumbersome processes found in other agencies enabling a level of responsiveness that 
clients appreciate and applaud.  

CONSORTIUM KEY STAFF  

Doug Ballou
Strategic Planning and Project Management
Kansas City, MO
Talent acquisition, strategic direction and campaign integration, strategic 

partnerships, and resource management

Sheree Johnson
Media and Digital Strategy, Planning, and Content Management 
Leawood, Kansas
Oversees all research, media strategy, and digital strategies.
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Ann Frame Hertzog
Executive Vice President/Creative Services
Lawrence, Kansas
Oversees all creative, concept, copy, design, production quality, interac-

tive functionality.

Gary Fish
Senior Media Consultant
Lawrence, Kansas
Traditional Media Rationale, Mix, Weight, Flighting Tactics, & Budget 

Recommendations;  Negotiations, Buying and Stewardship.

Kathy	Binkley
Media Planning and Buying 
Overland Park, Kansas
Online and offline media planning and analysis, budgeting, negotiating/

buying, reporting, and audit/budget control.

Steven Hertzog
Broadcast Production and Audio Visual Director, Steven Hertzog
Lawrence, Kansas
Produces and directs broadcast, audio-visual presentations

Kurt Gaston
Media Relations and PR
Lawrence, Kansas
Content and media relations for editorial channels, collateral, meetings, 

annual reports,etc.

 FULL RESUMES FOLLOW:
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Doug Ballou, Managing Partner 

Doug has led the marketing and business development for 
dozens of companies and governmental agencies across the 
country and a myriad of categories.  His work in research-
driven integrated marketing has been recognized by leading 
academic and business organizations including American Ad-
vertising Academy, the Business Marketing Association, and 
the American Association of Advertising Agencies.  Business 
Marketing Magazine recognized the firm as a “U.S. Top Ten 
Up & Comer.” While leading corporate communications for 
Yellow Freight System, he was also cited by the Business 
Marketing Association for its NOVA Best Integrated Campaign 
award and was personally cited as BMA’s Business Marketer 

of the Year. He is frequently asked to advise early growth stage companies on business 
strategy and founded a ground-breaking sustainability business platform BlueWindow.

He is a graduate of the University of Kansas, a charter member of the University’s Grad-
uate Integrated Marketing Program, and Board member of the Kansas City Direct Mar-
keting Association.

Work	Experience

	  

Fletcher/Mayo/Associates –
 An Omnicom Company
St. Joseph, MO │Kansas City│ 
Atlanta│Chicago
Senior Vice President Client Services

Yellow Corporation
Overland Park, KS
Director Corporate and Marketing  
Communications

Valentine Radford Advertising
Kansas City, MO
Vice President Strategic Planning

MachineryLink Inc.
Kansas City, MO
Vice President Marketing

WhitworthBallouLLC and  
(Unell & Ballou Inc.)
Kansas City, Missouri │Merriam, KS
Managing Partner

BlueWindow
Founder
Kansas City, MO & Washington, D.C. 
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Sheree Johnson, Senior Consultant/Research Director 

Sheree Johnson is a nationally recognized, highly regarded me-
dia and research professional with over 25+ years’ experience 
serving Fortune 500 marketers and top regional and local clients. 
She has held senior level, management positions with top Chi-
cago and Kansas City area agencies including Nicholson Kovac, 
Cunningham & Walsh and McCann-Erickson. Sheree is noted 
for her distinguished analytical skills, especially measurement 
metrics and analysis; consistent focus on ROI and accountabil-
ity; and best-in-class approach to market research and audience 
personas.

She currently serves on the Marketing Committee for Starlight 
Theatre, co-chairs the Marketing Committee for Community 

LINC (transitional housing for the homeless) and has been on the board of directors 
for the past three years for AAF-KC, just recently elected to VP/Communications. She 
teaches selected marketing continuing education courses at Johnson County Commu-
nity College. She has earned numerous recognitions both on a national and local level 

	  

• Top Kansas City Woman Executive of the 
Year Recipient (Women Who Mean Busi-
ness) Kansas City Business Journal – 2008

• Conducted and published proprietary con-
sumer research on awareness, attitudes and 
opinions on healthcare reform – reported/
published by major newspapers and online 
sites

• Frequent speaker at industry conferences/
events; considered as a regular source of in-
formation/insight for a variety of publications 
on marketing, market research and media 
trends

• Numerous white papers and articles on 
topics such as Product vs. Corporate Brand-
ing, Email Concept Testing, Communications 
Impact, Audience Delivery Optimization, 
Advertising Wearout, Social Media 101, Text 

Messaging, Media Consumption Trends 
through the Ages and more

• Conducted multiple Social Media Usage 
Research Studies for vertical market indus-
tries such as agriculture, animal health and 
healthcare – includes analysis of online, 
social media and mobile usage; findings 
of studies were widely reported/published 
by numerous magazines, newspapers and 
online sites

• Advertising Age/BtoB Magazine Media Strat-
egist of the Year – 1995, 1998

• Nominated twice for one of three AAF-KC 
Members of the Year (2011, 2012)

• Selected as one of 12 Top “Baby Boomer” 
Media Executives by People Magazine, 
1984

Sheree graduated with a B.S. in Journalism from the University of Kansas and is a 
self-proclaimed news and media junkie. 
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Ann Frame Hertzog, Creative Director

Ann, a Kansas native and KU graduate, began her career in 
sports marketing and management with the Kansas Relays, 
the Los Angeles Olympics and Major League Baseball in New 
York, where she was instrumental in establishing corporate 
sponsorship programs. As Universal Pictures’ Vice President 
of Advertising, she worked closely with filmmakers and studio 
management creating and implementing extremely success-
ful full-coverage marketing plans that embraced print, audio-
visual, online, publicity and promotions. Winning several Key 
Art Awards and setting record-breaking box office openings, 
Ann also served on the Board of Directors of Women in Film.

As a KERNgroup Partner and Creative Director, Ann applies 
her skills and creative insight earned in working in event and movie marketing on both 
coasts to developing campaigns on a local and regional level - campaigns that stay on 
target, developing a creative message that reaches and connects with the audience to 
communicate a focused message. From rebranding local businesses and working with 
the Lawrence Chamber of Commerce to developing a “local” business retention cam-
paign to creating an original brand for a national animal nutrition technology company. 
Ann is continually creating winning campaigns for communities, retailers, service provid-
ers, and not-for-profits.

Ann was a member of the Leadership Lawrence class of 2012.

Work	Experience
 

 

	  

Kern Marketing Group
Lawrence, KS
Partner/Creative Director

Universal Pictures Marketing
Universal City, CA
Vice President 
Creative Advertising

Seiniger Advertising 
Beverly Hills 
Senior Vice President and 
General Manager

New Wave Advertising 
Burbank, CA
Vice President/Creative Director

Major League Baseball
Commissioner’s Office
New York, NY
Senior Account Executive

Kansas Relays 
University of Kansas
Track & Field Meet Manager

Los Angeles Olympic  
Organizing Committee
Los Angeles, CA
Athletics Coordinator
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Mark Kern, President

Mark, a Kansas native and K-State graduate in Marketing, 
spent 17 years in radio and television management.   He is 
well known and respected in regional media circles, Kan-
sas leadership development, and among clients that include 
state institutions, retail, gaming, and regional not-for-profits.  
Marks 17 years of experience cover all mediums; print, ra-
dio, online, broadcast and direct mail.     

Mark was a part of the executive team at Sunflower Broad-
band Cable Company in 2004 that receive the “Small Cable 
System of the Year” award for their progressive accomplish-
ments in the cable industry.  He has been on the Prairie 
Band Casino and Resort Board of Directors since 2007.  

This board seat works closely with General Manager and executive staff to oversee the 
changing dynamics of Kansas gaming and marketing strategy for the casino.  

Mark also sits on the Central National Bank of Lawrence advisory board, and serves on 
the Lawrence Chamber of Commerce Board of Directors.  He was a member of the Lead-
ership Lawrence class of 2012 (serves on the Advertising and Marketing Committee), 
and the Greater Topeka Leadership class of 2006.

Work	Experience

Kern Marketing Group
Lawrence, Kansas
President/Partner
 
FryeAllen Advertising Agency
Topeka, Kansas
Vice President
 
The World Company
Lawrence Journal World, Sunflower Broadband, KTKA, KUsports.com
Lawrence, Kansas
Senior Sales Manager
 
Cumulus Broadcasting
Topeka, Kansas
Market Director of Sales for 6 radio stations
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Steven Hertzog, Broadcast Production & Audio/Visual Director 

Steven, a born and raised New Yorker, graduated from Em-
erson College with a degree in film and photography, and 
then spent 25 years in Los Angeles as a lead editor and 
producer on award-winning movie trailers and spearheading 
campaigns from the creative director’s chair. Working with 
studio execs and filmmakers he created campaigns that res-
onated in the marketplace and earned top box office dollars. 

As Broadcast and Audio Visual Director Steven has put his 
unique and thoughtful approach to work on projects from the 
short film created for the Leavenworth United Way to cre-
ating a dynamic TV spot for the Baron Wolman (first chief 
Photographer for Rolling Stone Magazine) show at the Law-

rence Arts Center which was picked up to use nationally.  No matter the size or scope 
of the project, from a major motion picture release to your local Chamber of Commerce, 
Steve’s professionalism and dedication to creating a unique, high quality video piece with 
seamless editing and a polished style that truly communicate a message is unmatched. 

Work	Experience
 

	  

Kern Marketing Group
Lawrence, KS
Audio Visual Director

In Sync Advertising
Los Angeles 
Senior Executive Vice President, 
Creative Director, Producer, Editor
SOME CAMPAIGNS: Castaway, What 
Lies Beneath, The Terminal, Just Like 
Heaven, Rockstar, A Beautiful Mind

Frankfurt, Gips, Ballkind
Los Angeles
Vice President, Creative Director, 
Producer & Editor
SOME CAMPAIGNS: Last of the Mohi-
cans, Die Hard, Teenage Mutant Ninja 
Turtles, Radio, Grosse Pointe Blank

Post Time Inc.
Los Angeles
CAMPAIGNS: 
Budweiser, Budweiser Light, Levi Jeans, 
Kawaski, Honda, Clorox, Red Lobster 
Editor

New World Pictures
Los Angeles
Editor/Producer

Unversal Pictures
Universal City
Editor/Producer
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Kathy Binkley, Media Planning & Buying 
 

Kathy is a strategic media professional with 20 years of B2B 
and B2C planning and buying experience.  She is proficient in 
use of Kantar Media, MRI, Nielsen, Arbitron, and Scarborough/
Media Audit tools.  Her experience spans spot tv, cable, ra-
dio, magazine, newspaper, outdoor, direct mail, online, search 
and mobile.  She brings a passion for delivering results and 
embraces the philosophy of working collaboratively to develop 
integrated media plans effectively and efficiently reach the tar-
get, drive engagement, and generate results that meet clients’ 

objectives and budgets. 

Kathy is a skilled negotiator with strong attention to detail, follow-through, and commit-
ment. Her relevant experience includes City of Independence, 25 Life Care Services 
communities and the Kansas City Convention & Visitors Bureau.

Work	Experience

Zillner Marketing Communications, Inc., Lenexa, KS
Media Planning Consultant / Media Planner/Buyer

Pepper & Associates, Overland Park, KS
Media Planner/Buyer
.  

The Duff Co., Kansas City, MO
Media Planner/Buyer

Valentine Radford Inc., Kansas City, MO
Media Planner/Buyer

NKH&W, Inc., Kansas City, MO
Media Planner/Buyer & Account Services

Bozell, Inc., Omaha, NE
Assistant Media Planner/Buyer
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Gary Fish, Senior Media Consultant

Gary in deeply involved in traditional media analysis and 
rationale and prescribes mix and weights to optimize out-
comes and budgets.    Many of the clients cited earlier have 
been the beneficiaries of Gary’s strategic view of traditional 
media channels and how to optimize reach and frequency 
with budgets across the spectrum.

Gary brings vast experience in statewide public affairs re-
lated campaigns.  In his 30+ year career, Gary has served 
many branches of state government, statewide associations, 
political campaigns, statewide utilities and non-partisan ref-
erendums making him the ideal media professional to lead 
negotiations and media placement for this effort.

In 2007, the Kansas Association of Broadcasters sought to establish an independent, 
third party to provide statewide media planning and buying services.  Recognizing the im-
portance of objectivity and strategic prowess, the KAB sought a reputable media planner 
and buyer who commanded respect within the industry.  The KAB turned to their 200+ 
television and radio stations members for advice and the one name that rose to the top of 
their list was Gary Fish.  Since then, Gary has orchestrated campaigns for a broad range 
of clients including the Kansas Chamber of Commerce.
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Kurt Gaston, Senior Editorial Director

Kurt is a talented and widely respected news and techni-
cal writer and editor.   He also brings a unique perspec-
tive to graphic design, web design, and photography.

He has 25 years’ experience in the newspaper business 
and 10 years freelancing as a reporter, editor, publisher, 
photographer, advertising account rep and graphic de-
signer.  

Kurt is well known and respected for his work with news-
papers and magazine publishers in Kansas, Colorado, 
Missouri, Arkansas and Louisiana.  He has been active 
in the Kansas Press Association and served as public 

information officer for Sterling College in Sterling, Kansas.

He is the recipient of more than 200 awards for news writing, column writing, editorial 
writing, photography, editing and design in weekly and daily newspapers in Kansas, Ohio 
and Texas.

Kurt is the winner of four Kansas Press Association Sweepstakes Awards as best mid-
sized weekly newspaper (Ellsworth Reporter and Osawatomie Graphic.); and 

three Press Association Sweepstakes Awards as best mid-sized daily newspaper (South-
west Daily Times, Liberal.)

He was a member of the 1985 Class of Leadership Kansas.

Education: University of Kansas William Allen White School of  Journalism.
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WhitworthBallou Organizational Chart

Because our team is comprised entirely of experienced, seasoned professionals, organi-
zational hierarchies are irrelevant, bureaucratic, and add unnecessary cost.  Our collab-
orative approach draws on the requisite generalists and specialists required to plan and 
execute seamless, integrated solutions.  In the optimal mix.  At the precise right time. In 
the right proportions and cost.

While it has become cliché, in our case it is an absolute mantra:  we attain for our clients 
maximum impact for the dollar invested by purposefully managing the natural synergies 
of a well-orchestrated campaign and tightly integrating the participation of practice spe-
cialists across each discipline.
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Our	clients	and	pro	bono	civic	activities	have	included	a	number	of	blue	chip	or-
ganizations with whom we enjoy ongoing relationships*.

AgriThority, Inc. Kansas City, MO*

American Royal Association,  
Kansas City, MO*

Assurant, Kansas City, MO*

Bert Nash Community Health Center,  
Lawrence, KS

BlueWindow (www.bluewindow.org)*, 
Kansas City, MO &Washington D.C.

Christian Foundation for Chil-
dren and Aging

City of Lawrence

Community LINC, Kansas City, MO*

CASA, Overland Park, KS*

Dairy Farmers of America,  
Kansas City, MO*

DCCCA, Lawrence, KS

EMBARQ (Now CenturyLink)

Fuller Center of Kansas City, MO

Heartland Presbyterian  
Conference Center*

Ingenuity Sales Consulting,  
Wichita, KS*

Haskell Indian Nations University

Hillcrest Ministries,  
Kansas City, MO*

Kansas Alliance For  
Responsible Gambling

Kansas Chamber of Commerce

Kansas Health Care Association

City of Independence

DeSoto Chamber of Commerce

Johnson County Election Office,  
Olathe, KS*

KaMMCO, Topeka, KS

Kansas City Convention  
& Visitors Bureau

Kansas Department of Aging  
and Disability Services*

Lawrence Arts Center

Lawrence Chamber of Commerce*

LeadingAge Kansas

Missouri Department of  
Economic Development

Missouri Film Commission

Northland Community Choir,  
Parkville, MO

“Our Health Matters” Magazine*

Starlight Theater, Kansas City, MO*

Sprint, Overland Park, KS

Sustainable Environmental  
Solutions, Inc.*, Merriam, KS

State of Kansas Secretary of 
State Elections Office*

United Way of Kansas City Wom-
en’s Leadership Council*

Vance Publishing Corporation,  
Lenexa, KS*

Women’s Employment Network*
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This team has experience and depth across a diverse array of industries and clientele.  
You’ll find deep expertise in each, and the composite knowledge and skills that accrue 
from such diverse experience. Our role ranges from executing projects, to planning and 
supporting multi-year and multi-faceted initiatives and ongoing programs. 

Examples of Recent Integrated Creative Work Product follow on pages 40-60.

Sample Creative Message Rational page 68.

Sample Media Workplan page 69.

• Agriculture, Agribusiness &  
Sustainable Food Systems

• Agri-Tourism

• Animal Health & Biotechnology

• Business Services

• Casino Management

• Commodity Groups and Alliances

• Community and Behavioral Health

• Consumer Packaged Goods

• Economic Development

• Educational Institutions

• Equipment Manufacturing and Leasing

• Electoral Process and Awareness

• Entertainment Venues/Destinations

• Financial Services

• Government and NGO’s –  
federal, state, & local

• Healthcare and Insurance

• Home Improvement/DIY

• Industry and Trade Relations

• Insurance

• Investor Relations

• Issues Management 

• Manufacturing and Engineering

• Marketing Services and Research firms

• Not-for-Profit

• Publishing

• Renewable Energy and Sustainability 

• Initiatives incl. Recycling, Ethanol Mar-
keting 

• Regulatory Agency Relations

• Retail, Lodging

• Social Service Agencies

• Technology & Telecommunications

• Transportation & Logistics

• Travel, Tourism, Convention & Visitors

• Utilities
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SUMMARY OF QUALIFICATIONS

Our dedicated consortium represents an ideal blend of business acumen, strategic cre-
ative skills and campaign development talents.  This “A” Team has demonstrated relevant 
and highly successful experience with public service awareness campaigns, statewide 
media campaigns, and research-driven marketing and public service communications. 
While we believe the greatest value to your constituents is in integrated programs with 
continuity across channels and tactics, we are receptive to discussing projects of any 
scope that are important or help lay the foundation for your ultimate success. 

Market Focused Electoral Campaign Drives Early Turnout  
and Associated Savings
For the Johnson County Election Office, WhitworthBallou developed and led the voter en-
gagement/public service campaign that resulted in 78% voter turnout and over 50% early 
balloting by Johnson County voters during the 2008 election cycle.  That was more than 
double the County’s goal and earned the Election Center’s Stars and Stripes awarded 
as a model public-private partnership. Public Service Advertising, out-of-home promotion 
and events, and community partnerships were the hallmark of the campaign. 

The campaign revolved around the centerpiece www.jocopolo.com website supported by 
public service and paid broadcast, media relations, community events and civic partner-
ships.  

S.A.F.E. Act Rollout and Voter Education “Near Perfect”

This same team has won accolades for the statewide campaign underway in support of 
S.A.F.E. Act legislation from state and local officials and community partners. 

The statewide initiative that has delivered 100% blanket geographic coverage and a mul-
ti-faceted communications campaign to engage all voting age Kansans in the provisions 
of recently enacted voting legislation.  

Public Service broadcast is the centerpiece of the campaign that began in January 2012 
and will continue through 2013.  An impressive coalition of civic organizations, businesses 
associations, corporate interests, state and local public officials have volunteered their 
own communications infrastructures to the campaign.  The website, www.gotvoterid.com 
has been praised for the usefulness of the embedded Education Resources toolbox and 
social media functionality.

The “gotphotoID” campaign has been acclaimed by local officials, social service agencies, 
and corporate partners for creativity and ease of execution by communications partners.

Campaign highlights include television, radio, print, and the www.gotVoterID.com web-
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site where Kansans can find essential voter information content and community partners 
have access to a Voter Education toolbox with print, video, and social media.

With precision media planning, public service leverage, and community partner outreach, 
a modest budget is supporting reach to 90% of Kansas voters and 100% blanket geo-
graphic coverage.  In early test elections and the 2012 General Election, the number of 
provisional ballots, a key metric, is less than .002. According to the Department Director, 
“There’s no such thing as ‘perfect’ in the elections business but these campaign out-
comes come close.’” 

New Problem Gambling Awareness Campaign shifts strategic focus to 
reach broad-based Kansas stakeholders and constituents.
For the Kansas Problem Gambling and Other Addictions Fund/Kansas Alliance For Re-
sponsible Gambling, WhitworthBallou has administered statewide Awareness, Preva-
lence and Attitude Research that informed enhanced Prevention strategies and new mes-
saging for public service advertising, web presence, and social media for the Alliance.    
WhitworthBallou has been invited to advise and assist related statewide coalitions, re-
gional task forces and the gaming industry with grassroots activities, social media, et al.

The campaign is aimed at all Kansans and  adopts a prevention approach designed to 
engage “at risk” populations and concerned others.

Creative samples follow on the next few pages of four of our integrated me-
dia campaigns.  We would be pleased for any opportunity to present and 
discuss comprehensive case studies for each describing the research and 
analysis, strategic plans, budget considerations, rationale and outcomes for 
each.
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Project:    Kansas Department for Aging and Disability Services  
   & Kansas Alliance For Responsible Gambling

1. :30 Sec TV Storyboard - Video on enclosed  DVD

2. Outdoor Billboard

3. Website Landing Page
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1.  :30 Sec TV Storyboard - Video on enclosed  DVD
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2. Outdoor Billboard
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3. Website Landing Page
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Project:    Kansas Secretary of State Election Office Integrated Campaign  
   for Secure and Fair Elections (S.A.F.E.)

1. :30 Sec TV Storyboard 
 Videos on enclosed DVD 
  :30 sec Phase 1 TV campaign 
  :30 sec Phase 1 TV campaign Spanish 
  :30 sec Phase 2 TV campaign 
  :30 sec Phase 2 TV campaign Spanish

2. Posters (Phase 1 and Phase 2)

3. Print Ads

4. Fact Sheets

5. Website

6. Outdoor  
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1.  :30 Sec TV Storyboard - Video on enclosed  DVD
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2.  Poster - Phase 1
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2.  Poster - Phase 2
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3. Print Ads
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4. FACT SHEETS
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5. Website
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6. Outdoor - Van Graphics
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Project:    Partners in Democracy - JoCoPolo

1. Campaign Overview

2. Website

3. Outdoor

4. TV Spot on enclosed DVD  
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1. Campaign Overview 
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2. Website
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3. Outdoor - van 
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Project:    DCCCA - Draw the Line Lawrence

   New identity/brand for a youth coalition creating awareness  
   about and against underaged drinking.

1. Posters

2. Website

3. Collateral

4. TV promotion campaign
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1. Posters  
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2. Website  
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3. Collateral
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4. TV Promotion :30 Sec Storyboard 
 Video on enclosed DVD 
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2.5 METHODOLOGY

The engine behind our clients’ success is our ability to discern the pivotal factors that will 
most positively impact a specific project or your enterprise performance and how to ex-
ploit them.  We call it the X Spot and we have a knack for finding it through time proven 
processes.

MATRIX® helps you create and integrate the component parts of your communications, 
public outreach, stakeholder development, and employee engagement playbook en-
abling you to address the external influences and internal processes  required to achieve 
your program objectives and goals.

APEX® delivers the critical insights, laser-focused strategy, and diligent execution that 
deliver game-changing outcomes for businesses, public sector agencies, associations 
and commodity organizations. APEX® combines the most powerful and time-proven stra-
tegic marketing principles coupled with an ardent commitment to seamless, integrated 
execution. It is the roadmap that has enabled our clients to exploit market opportunities 
and forge a compelling value proposition.  It begins with gaining actionable customer and 
industry insights that shape that value proposition, drive business growth, and sometimes 
illuminate what’s around the corner.  

An	example	of	a	planning	template	excerpted	from	a	proposal	to	a	State	of	Kansas	
agency	is	found	in	the	Appendix	illustrating	the	scope	of	work	and	application	of	
these processes.
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 APEX: Strengthen performance in the  
marketplace x the workplace

The roadmap for improving business performance is an obvious but not-so-simple task 
of a compelling and relevant brand promise that is mirrored in your organization’s perfor-
mance and delivery on that  value proposition.  As public agencies become more mindful 
of their accountabilities, these customer focused principles are ever moreso relevant. 
From	 the	 outside	 in:	 	 	 Exploit	 market	 
opportunities and customer needs.

• Cultivate strategic allianes and  
partnerships. 

• Cultivate strategic alliances and  
partnerships.

• Implement practical, business building 
programs and integrated marketing  
campaigns to solidify your position.

• Clarify goals, diagnose obstacles, iden-
tify opportunities, and gain insights that  
illuminate your current position and  
inform your course of action.

• Identify growth and profit opportunities 
and develop comprehensive yet realistic 
strategies for exploiting them.

• Gain actionable customer and industry 
insights that shape your value proposi-
tion, drive growth and illuminate what’s 
around the corner.

• Forge a truly meaningful brand position, 
and how to articulate it, that is credible 
and resonates with your customers.

• Identify profit opportunities and the most 
cost effective marketing mix for exploit-
ing them.  

• Employ practical tools for anticipating 
and responding to customer needs and 
assessing your performance.

From the inside out:    Ensure congruity 
between	 your	 customers’	 expectations	
and	 their	 experience	 to	 improve	 your	
share	of	mind,	wallet,	and	market.

• Develop an internal marketing blueprint 
that converges with your marketing plan, 
and unleashes the full strength and  
energy of your resources.

• Communications that improve your focus 
on customer needs and leverage your 
advantages. 

• Attain an integrated 360◦ enterprise view 
of your organization and how to improve 
focus, sharpen your position, leverage 
your advantages and enhance customer 
value.

• Improve employee relations, attitudinal 
alignment, motivation and performance.

• Audit and enhance your product port-
folio, service capabilities, people skills, 
technology, and processes to optimize 
your value proposition to your best  
prospects.

• Formulate strategies to gain employee 
alignment with your goals and their  
engagement with your customers.

• Implement training programs and  
on-going coaching to boost sales force 
effectiveness in winning and sustaining 
sales growth.

• Reward and recognize employees and 
channel partners to gain alignment,  
motivation, and performance. 
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5.  SPECIFICATIONS 
Comprehensive Suite of Services
and Scope of Work
APEX® combines the most powerful and time-proven strategic marketing principles 
coupled with an ardent commitment to seamless, integrated execution starting with the 
end in mind. Our Approach: Research Driven Communications Strategy;  and thoughtful 
and thought-provoking continuity across all channels.

STRATEGIC SERVICES
• Marketing Strategy
• Advertising and Communications Planning & Budgeting
• Strategic and Program Measurement/Dashboards
• Market Analysis, Segmentation and Targeting
• Marketing and Advertising Research – Qualitative and Quantitative
• Business Intelligence and Insights
• Customer Profiling, CRM Architecture, and Contact Management
• Brand Positioning
• Consumer Insight/Experience Audits
• Brand Architecture and touchpoint analysis

OTHER STRATEGIC MARKETING SERVICES
• Communications Planning, Concepting, Ideation
• Presentations On Behalf of State to Stakeholder and Constituent Groups
• Business Development
• Partnership, Co-Marketing and Strategic Alliance Building
• Customer Loyalty and Employee Engagement
• Industry and Community Outreach/Events 
• Education Curricula and Training Programs – Online & Traditional

MARKET INTELLIGENCE & ANALYSIS 
• Competitive Analysis
• Target Audience Analysis and Personas Development
• Geographic Market Opportunity Analysis
• Secondary Research Analysis/Abstract Reports
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CUSTOM MARKET RESEARCH 
• Awareness, Advertising, Brand Perception Tracking Studies
• Brand Positioning/Ad Concept Testing/Brand Architecture & Identity
• New Product Feasibility/Market Viability Studies
• Website UX Research
• Other Proprietary Research
• Omnibus Studies

MATRIX®  helps you create and integrate the component parts of your business devel-
opment, sales, marketing and employee engagement playbook enabling you to address 
the external influences and internal processes are required to achieve your program 
objectives and goals.

By design and organization, WhitworthBallou is your single-source turnkey solution for 
all marketing, advertising, and media tactics offering elasticity of resources and scalabil-
ity for scope.

PROJECT MANAGEMENT
• Budget Planning – Project, Program, and/or multi-faceted initiatives.
• Program Workplans
• Status Reporting and Monthly Stewardship Updates
• Meeting Attendance & Facilitation including Community Stakeholders, Leadership, 

Legislative
Transparency and stewardship is a hallmark of our client service philosophy.  We be-
lieve when you check our references, including your counterparts at the Secretary of 
State’s office or KDADS, you’ll learn about our responsiveness, service quality and 
accountability, including regular formal reporting.

MEDIA 
• Planning & Buying (Offline/Online) Objectives, Strategies, Tactics
• Research – Competitive Spend 
• Access to media research tools including, Kantar Media, MRI, Nielsen, Arbitron and 

Scarborough / Media Audit
• Buying/Negotiations:  Spot TV/Cable, Radio, Magazine, Newspaper, Outdoor, Direct 

Mail, Online (Search and Display), Mobile
• Placements – Orders & Contracts
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MEDIA (con’t)
• Stewardship incl. Schedule Maintenance, Optimization/Reporting, ROI Analysis, 

POV’s
• Billing Generation/Budget Management/Invoice Reconciliation/Reporting 

MEDIA STRATEGY
• Search Engine Marketing (SEM)
• Predictive Modeling

• ROI Modeling and Post-Buy Analysis 

INTERACTIVE & SOCIAL MEDIA
• Strategy/Planning
• Website Development and Maintenance
• Social Media Guidelines
• Content Curation and Development
• Blog Writing
• Analysis & Tracking
• Online Marketing/Ad Word Management
• Database Management 

CREATIVE SERVICES
• Stakeholder, Legislative, Constituent, and Internal Communications
• Annual Reports
• Presentation Development
• News Features and Op-Ed Pieces
• Logo development and execution
• Brand identity - naming and development
• Copywriting and Content Development
• Key artwork - art direction, development and design
• Campaign - concept, development and design
• Website - development, design and execution
• Email newsletter - concept, development and execution
• Final art execution
• Printer formating
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• Social Media design and execution
• Broadcast Television - script and concept development
• Broadcast Television - pre-production and production
• Broadcast Television - Editorial: produce, edit 
• Broadcast Television - Graphics and postproduction
• Graphics animation
• Custom Broadcast and original music and lyrics
• Photography
• Advertising for all media
• Promotions - development and execution
• Collateral –brochures and pamphlets, posters 

PRODUCTION SERVICES
• All Areas of commercial photography for magazines, newspaper, on-air, billboards.
• Proofreading
• Photo Editing
• Print coordination/bid coordination
• Electronic production file preparation
• Broadcast - pre-production - casting, scouting, budgets 
• Broadcast - post production - finishing and digital delivery
• Data Entry
• Mass CD/DVD reproduction

OTHER MARKETING SERVICES
• Industry and Media Relations
• Internal and External Webinars
• Database and content managment
• Trade Show and Community Relations Exhibits
• Event Strategies And Management 
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EXAMPLE Creative Message Rationale

Manifesting an “Open For Business” attitude needs to balance compliance, enforcement 
and registration tasks with practical, useful assistance to business and consumers.  Kan-
sas stands for common sense values. Fairness and opportunity are, indeed, bedrock 
principles. 

And your communications must also demonstrate how KSC staff is involved construc-
tively in the process of capital formation and new business growth and expansion.

A set of benefits is implied in what is described as your mission.  We would work at 
translating “Protect and Inform Investors”, “Integrity, Fairness, Full Disclosure in Financial 
Services”; and “Foster Capital Formation” from passive or bureaucratic speak to one of 
active participation, service orientation and demonstrable value. 

Your initial questionnaire and responses to our questions illuminated some important fac-
tors about your mission and values.  Our job is to distill those insights, and those gleaned 
from the targeted audience segments, to shape a message strategy that is arresting and 
compelling, and achieves a high degree of relevance and clarity. 

We strongly concur that the KSC identity is embedded as part of a Kansas brand.  Kan-
sas indeed has a heritage of opportunity, entrepreneurism, and innovation.  And we con-
cur there are myriad cases of that across the state and throughout Kansas history that 
serve as examples of enterprises that succeed and thrive.

Those stories can inform some of your financial literacy curricula and engage the general 
public.  Those same stories in the form of mini-business case studies inspire the ambi-
tions of new business start-ups and investors. 

Kansas, supported by agencies like KSC, represents a business climate where business 
is celebrated. It is where business is conducted with integrity, and enterprising entrepre-
neurs and investors enjoy the advantages of fairness and transparency. 
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EXAMPLE WORKPLAN

1. Integrated strategy and plan  

2. Baseline awareness research plan;  data col-
lection, tabulation and analysis

3. Creative Strategy and Development

4. Media Strategy

 

 
 
 

This methodology is prescribed to work through the requisite steps as efficiently as pos-
sible and achieve the greatest degree of synergy of all activities. It is a linear and iterative 
process that yields a needed level of confidence and validation of the strategic positioning 
and messaging strategies in the prescribed timeframe.  
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Samples of Work: 

In	addition	to	these	samples,	please	refer	to	the	work	shown	under	2.4	Qualifica-
tions	in	Integrated	Work	Samples.

(2) sample TV ads:

1. Television	:15	-	Kansas	FInancial	Resources 
 Storyboard follows, Video on DVD

2. Long	Format	Video	-	3:00	-	Lawrence	Chamber	Year	End	Video 
 Storyboard follows, Video on DVD

 (2) sample radio ads 

1. Voter Education Campaign :30 second radio spot 
 (script follows with audio on enclosed DVD)

2. Douglas	County	Bank	:30	second	radio	spot 
 (script follows with audio on enclosed DVD)

 (2) sets of printed materials

1. Douglas	County	Bank		-	various	printed	campaign	materials

2. Lawrence Business Magazine – various layouts
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5.10 Samples of Work: Television :15 - Kansas FInancial Resources
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5.10  Samples of Work: Long	Format	Video	-	3:00
	 	 	 	 		Lawrence	Chamber	Year	End	Video 
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5.10  Samples of Work: Voter Education Campaign :30 second radio spot 

Got Photo ID? – February 28
 

Got photo ID?

Whether it’s a driver’s license,  
military ID,  
or Kansas College ID? 

With the new Kansas Voting Law,  
It’s just that easy.

This is Kris Kobach,  
Kansas Secretary of State, 

In the special election  
on February 28th,  
Wichita will be the first  
major city in the state  
to implement Kansas’s  
new photo id requirement.

If you’re a registered voter,  
all you need to vote is one of several  
qualifying photo ID cards.

For a list of accepted cards  
go to: gotVoterID(dot)com  
or call 800-262-VOTE.

And remember on February 28th, 
Take it to the polls. 



Bid Event#:  EVT0002068

Consortium Proposal 12-16-13
  Page 74

5.10  Samples of Work: Douglas	County	Bank		:30	second	radio	spot 

Douglas County Bank – :30 second spot

“Stable. Secure. Smart”

Your Douglas County Bank  
is Stable

We’ve been a part of the community  
for 60 years.

Your Douglas County Bank  
is Secure

When other banks had to borrow government  
and taxpayer dollars to survive,  
we stood strong and safe. 

Your Douglas County Bank  
makes Smart Choices

We’ve received a Bauer Bauer Financial  
5-Star Rating for excellence  
for over 21 years. Only 3% of banks  
can claim this distinction.

Douglas County Bank

Investing in our Community  
… One customer at a Time

 Member FDIC  
Visit us online at douglascountybank dot com 
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5.10  Samples of Work: Douglas	County	Bank	-	Print	Materials	2
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5.10  Samples of Work: Douglas	County	Bank	-	Print	Materials	3
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5.10  Samples of Work: Douglas	County	Bank	-	Print	Materials	1
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5.10  Samples of Work: Douglas	County	Bank	-	Print	Materials	4
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5.10  Samples of Work: Douglas	County	Bank	-	Print	Materials	5
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5.10  Samples of Work: Douglas	County	Bank	-	Print	Materials	6
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5.10  Samples of Work: Douglas	County	Bank	-	Print	Materials	7
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5.10  Samples of Work: Lawrence	Business	Magazine	-	Print	Materials	1
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5.10  Samples of Work: Lawrence	Business	Magazine	-	Print	Materials	2
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5.10  Samples of Work: Lawrence	Business	Magazine	-	Print	Materials	3
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5.10  Samples of Work: Lawrence	Business	Magazine	-	Print	Materials	4
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5.10  Samples of Work: Lawrence	Business	Magazine	-	Print	Materials	5
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5.11 REFERENCES
1. NAME:  Brad Bryant, Elections Deputy 

  W. Kay Curtis, Public Affairs Director 
COMPANY:  Kansas Secretary of State Elections Office   
ADDRESS: Memorial Hall1st Floor120, W. 10th Street, Topeka KS 66612 
TELEPHONE:  785-296-4580  
E-mail: Brad.bryant@sos.ks.gov –or- Kay.Curtis@sos.ks.gov  
Agency  Contact: Doug Ballou 
Length of Relationship: 2+ years 
Services Provided: 
 

2. NAME:  Angela Hagen, Director/ Sarah Fischer, Manager 
  Angela deRocha, Director Communications 
COMPANY: Kansas Department for Aging and Disability Services 
ADDRESS: New England Bldg, 503 S. Kansas Avenue, Topeka KS 66603 
TELEPHONE: 785.806.7482 (deRocha);  785.260.5994 (Hagen) 
E-mail:   angela.deRocha@kdads.ks.gov,angela.hagen@kdads.ks.gov 
Length of Relationship: 2 years 
Services Provided: Research, Strategic Direction, Creative Services,  
 Full Service Traditional and Digital Media Planning and Buying;   
 Community and Industry Coalition-Building, Media Relations & P.R., Web design. 
 

3. NAME:  Brian Newby, Election Commissioner 
COMPANY: Johnson County (KS) Election Office 
ADDRESS:  2101 East Kansas City Road, Olathe, KS  66061  
TELEPHONE:  913-706-9679 
E-mail: brian.newby@jocogov.org  
Length of Relationship: 6 years 
Services Provided:  Public Service Advertising, Media Buying, Events,  
 Community Outreach & Partnerships, Promotion (Mobile Promotion and 
 Events), In-Store Promotional Tie-Ins, Website Design and Architecture
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4. NAME:  Becca Booth 
COMPANY:  Douglas County Bank 
ADDRESS: 300 W. 9th, Lawrence, Kansas 66044   
TELEPHONE:  785-865-1000      
E-mail: bbooth@douglascountybank.com     
Agency Contact:  Ann Frame Hertzog 
Length of Relationship: 3 years 
Services Provided: Creative Development & Execution

5. NAME:  Jennifer Jordan, Director of Prevention    
COMPANY:  DCCCA, Inc., Draw the Line Lawrence 
ADDRESS: 3312 Clinton Parkway, Lawrence, KS  66047   
TELEPHONE:  785-841-4138     
E-mail: jjordon@dccca.org 
Agency Contact:  Mark Kern 
Length of Relationship: 7 years 
Services Provided: Creative Development & Execution, Media Strategy 

Additional References Research Colleagues 

6. Gene Brown PhD 
Valentine Radford Professor of Marketing 
Bloch School of Management  
University of Missouri- Kansas City 
913-515-2505  brownge@umkc.edu

7. James Lumpp, PhD 
Head of Undergraduate and Graduate Integrated Marketing Program 
University of Mississippi 
Oxford, MS 
770-395-7512 jal1789@mindspring.com
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6. COST SHEET
Contractor Name:    WhitworthBallouLLC 

Our success in serving agencies of the State of Kansas, not-for-profit organizations, 
and NGOs has been predicated on an unwavering commitment to successful outcomes, 
disproportionate value, and exceeding client service needs.

We strive to and have demonstrated great flexibility to provide a blended rate that en-
ables us to outperform client expectations for work product, service quality, and afford-
ability.

Budgeting is done at the overall initiative, program, and project level based on esti-
mates of required time.   

Our normal billing rates range from $85 - $135 per hour and are the basis for our proj-
ect fee estimates.  

 In every case, our collaborative approach and integrated organization has enabled 
us to deliver the highest caliber work product within the parameters of State budgets 
whether for short-term, annual, or ongoing assignments.  We enjoy modest overhead 
costs and none of the inherent inefficiencies of agencies with traditional organizations.

We have also learned how to incrementally build program infrastructure that enables 
State agencies to build economically sustainable programs that build equity.

Billing and Stewardship is provided in as much detail as required by each agency.  All 
media invoices and affidavits of performance are retained on file for inspection or fur-
ther audit beyond our own internal accountabilities. 

We prefer to bill media costs in advance and apply all adjustments and make-goods 
either to the back-end of the schedule or refund to the State.

Interested Agencies are encouraged to consult with Administration Department officials 
Linda Gronquist and Jerry Clement;  Nancy Bryant at the Office of Secretary of State; 
Sarah Fischer or Angela Hagen at Kansas Department For Aging & Disability Services 
to confirm our budgeting, accounting, and stewardship accuracy and compliance.
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State	of	Kansas

Department	of	Administration

DA-146a				(Rev.	10-11)

CONTRACTUAL	PROVISIONS	ATTACHMENT

Important:				This	form	contains	mandatory	contract	provisions	and	must	be	attached	to	or	incorporated	in	all	copies	of	any	
contractual	agreement.		If	it	is	attached	to	the	vendor/contractor’s	standard	contract	form,	then	that	form	must	be	altered	to	
contain	the	following	provision:

“The	Provisions	 found	 in	Contractual	Provisions	Attachment	 (Form	DA-146a,	Rev.	 10-11),	which	 is	 attached	hereto,	 are	
hereby	incorporated	in	this	contract	and	made	a	part	thereof.”

The	parties	agree	that	the	following	provisions	are	hereby	incorporated	into	the	contract	to	which	it	is	attached	and	made	a	
part	thereof,	said	contract	being	the	_____	day	of	____________________,	20_____.

 1. Terms Herein Controlling Provisions:		It	is	expressly	agreed	that	the	terms	of	each	and	every	provision	in	this	attach-
ment	shall	prevail	and	control	over	the	terms	of	any	other	conflicting	provision	in	any	other	document	relating	to	and	a	part	
of	the	contract	in	which	this	attachment	is	incorporated.		Any	terms	that	conflict	or	could	be	interpreted	to	conflict	with	this	
attachment	are	nullified.

2. Kansas Law and Venue: 	This	contract	shall	be	subject	to,	governed	by,	and	construed	according	to	the	laws	of	the	
State	of	Kansas,	and	jurisdiction	and	venue	of	any	suit	in	connection	with	this	contract	shall	reside	only	in	courts	located	in	
the	State	of	Kansas.

3. Termination	Due	To	Lack	Of	Funding	Appropriation:		If,	in	the	judgment	of	the	Director	of	Accounts	and	Reports,	Depart-
ment	of	Administration,	sufficient	funds	are	not	appropriated	to	continue	the	function	performed	in	this	agreement	and	for	
the	payment	of	the	charges	hereunder,	State	may	terminate	this	agreement	at	the	end	of	its	current	fiscal	year.		State	agrees	
to	give	written	notice	of	termination	to	contractor	at	least	30	days	prior	to	the	end	of	its	current	fiscal	year,	and	shall	give	
such	notice	for	a	greater	period	prior	to	the	end	of	such	fiscal	year	as	may	be	provided	in	this	contract,	except	that	such	
notice	shall	not	be	required	prior	to	90	days	before	the	end	of	such	fiscal	year.		Contractor	shall	have	the	right,	at	the	end	of	
such	fiscal	year,	to	take	possession	of	any	equipment	provided	State	under	the	contract.		State	will	pay	to	the	contractor	all	
regular	contractual	payments	incurred	through	the	end	of	such	fiscal	year,	plus	contractual	charges	incidental	to	the	return	
of	any	such	equipment.		Upon	termination	of	the	agreement	by	State,	title	to	any	such	equipment	shall	revert	to	contractor	
at	the	end	of	the	State’s	current	fiscal	year.		The	termination	of	the	contract	pursuant	to	this	paragraph	shall	not	cause	any	
penalty to be charged to the agency or the contractor.

4. Disclaimer	Of	Liability:		No	provision	of	this	contract	will	be	given	effect	that	attempts	to	require	the	State	of	Kansas	or	
its	agencies	to	defend,	hold	harmless,	or	indemnify	any	contractor	or	third	party	for	any	acts	or	omissions.	The	liability	of	
the	State	of	Kansas	is	defined	under	the	Kansas	Tort	Claims	Act	(K.S.A.	75-6101	et	seq.).

5. Anti-Discrimination	Clause:		The	contractor	agrees:	(a)	to	comply	with	the	Kansas	Act	Against	Discrimination	(K.S.A.	
44-1001	et	seq.)	and	the	Kansas	Age	Discrimination	in	Employment	Act	(K.S.A.	44-1111	et	seq.)	and	the	applicable	provisions	
of	the	Americans	With	Disabilities	Act	(42	U.S.C.	12101	et	seq.)	(ADA)	and	to	not	discriminate	against	any	person	because	
of	race,	religion,	color,	sex,	disability,	national	origin	or	ancestry,	or	age	in	the	admission	or	access	to,	or	treatment	or	em-
ployment	in,	its	programs	or	activities;	(b)	to	include	in	all	solicitations	or	advertisements	for	employees,	the	phrase	“equal	
opportunity	employer”;	(c)	to	comply	with	the	reporting	requirements	set	out	at	K.S.A.	44-1031	and	K.S.A.	44-1116;	(d)	to	in-
clude those provisions in every subcontract or purchase order so that they are binding upon such subcontractor or vendor; 
(e)	that	a	failure	to	comply	with	the	reporting	requirements	of	(c)	above	or	if	the	contractor	is	found	guilty	of	any	violation	of	
such	acts	by	the	Kansas	Human	Rights	Commission,	such	violation	shall	constitute	a	breach	of	contract	and	the	contract	
may be cancelled, terminated or suspended, in whole or in part, by the contracting state agency or the Kansas Department 
of	Administration;	(f)	if	it	is	determined	that	the	contractor	has	violated	applicable	provisions	of	ADA,	such	violation	shall	
constitute	a	breach	of	contract	and	the	contract	may	be	cancelled,	terminated	or	suspended,	in	whole	or	in	part,	by	the	con-
tracting	state	agency	or	the	Kansas	Department	of	Administration.

	 Contractor	agrees	to	comply	with	all	applicable	state	and	federal	anti-discrimination	laws.

	 The	provisions	of	this	paragraph	number	5	(with	the	exception	of	those	provisions	relating	to	the	ADA)	are	not	appli-
cable	to	a	contractor	who	employs	fewer	than	four	employees	during	the	term	of	such	contract	or	whose	contracts	with	the	
contracting	State	agency	cumulatively	total	$5,000	or	less	during	the	fiscal	year	of	such	agency.

6. Acceptance	Of	Contract:	 	This	contract	shall	not	be	considered	accepted,	approved	or	otherwise	effective	until	 the	
statutorily	required	approvals	and	certifications	have	been	given.

7. Arbitration, Damages, Warranties:		Notwithstanding	any	language	to	the	contrary,	no	interpretation	of	this	contract	shall	
find	that	the	State	or	its	agencies	have	agreed	to	binding	arbitration,	or	the	payment	of	damages	or	penalties.	Further,	the	
State	of	Kansas	and	its	agencies	do	not	agree	to	pay	attorney	fees,	costs,	or	late	payment	charges	beyond	those	available	
under	the	Kansas	Prompt	Payment	Act	(K.S.A.	75-6403),	and	no	provision	will	be	given	effect	that	attempts	to	exclude,	mod-
ify,	disclaim	or	otherwise	attempt	to	limit	any	damages	available	to	the	State	of	Kansas	or	its	agencies	at	law,	including	but	
not	limited	to	the	implied	warranties	of	merchantability	and	fitness	for	a	particular	purpose.

8. Representative’s Authority To Contract:	 	By	signing	 this	contract,	 the	 representative	of	 the	contractor	 thereby	 rep-
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resents	that	such	person	is	duly	authorized	by	the	contractor	to	execute	this	contract	on	behalf	of	the	contractor	and	that	
the	contractor	agrees	to	be	bound	by	the	provisions	thereof.

 9. Responsibility	For	Taxes:		The	State	of	Kansas	and	its	agencies	shall	not	be	responsible	for,	nor	indemnify	a	contractor	
for,	any	federal,	state	or	local	taxes	which	may	be	imposed	or	levied	upon	the	subject	matter	of	this	contract.

10. Insurance:		The	State	of	Kansas	and	its	agencies	shall	not	be	required	to	purchase	any	insurance	against	loss	or	dam-
age	to	property	or	any	other	subject	matter	relating	to	this	contract,	nor	shall	this	contract	require	them	to	establish	a	“self-
insurance”	fund	to	protect	against	any	such	loss	or	damage.		Subject	to	the	provisions	of	the	Kansas	Tort	Claims	Act	(K.S.A.	
75-6101	et	seq.),	the	contractor	shall	bear	the	risk	of	any	loss	or	damage	to	any	property	in	which	the	contractor	holds	title.

11. Information:		No	provision	of	this	contract	shall	be	construed	as	limiting	the	Legislative	Division	of	Post	Audit	from	
having	access	to	information	pursuant	to	K.S.A.	46-1101	et	seq.

12. The Eleventh Amendment:		“The	Eleventh	Amendment	is	an	inherent	and	incumbent	protection	with	the	State	of	Kansas	
and need not be reserved, but prudence requires the State to reiterate that nothing related to this contract shall be deemed 
a	waiver	of	the	Eleventh	Amendment.”

13. Campaign	Contributions	/	Lobbying:  Funds provided through a grant award or contract shall not be given or received 
in	exchange	for	the	making	of	a	campaign	contribution.		No	part	of	the	funds	provided	through	this	contract	shall	be	used	to	
influence	or	attempt	to	influence	an	officer	or	employee	of	any	agency	or	a	member	of	the	Legislature	regarding	any	pend-
ing	legislation	or	the	awarding,	extension,	continuation,	renewal,	amendment	or	modification	of	any	government	contract,	
grant, loan, or cooperative agreement.
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APPENDIX 1: WORKPLAN EXAMPLE

	Our	exact	approach	for	any	given	State	agency	will	be	shaped	to	the	specific	as-
signment.		As	a	point	of	reference,	below	is	the	methodology	that	was	proposed	
to	the	Election	Office	of	the	Secretary	of	State	to	illustrate	the	process	and	how	
multiple disciplines are integrated into a plan tailored to the agency and Kansas 
audiences.	(budgets	have	been	redacted)

4.4 Methodology and Timeline
Within the bid response, the bidder shall provide a detailed methodology and a specific 
timeline for providing and implementing services.  The television and radio advertise-
ments for Phase I will air during the timeframe from January 1, 2012 to April 3, 2012 
and July 1, 2012 to November 6, 2012.  Consequently, all creative and production work 
should be submitted for approval prior to December 1, 2011.  The television and radio 
advertisements for Phase II will air during the timeframe between December 1, 2012 
and July 1, 2013.  Consequently, all creative and production work for this phase should 
be submitted for approval prior to November 1, 2012.

Methodology – EXAMPLE

This proposed methodology is prescribed to work through the requisite steps as effi-
ciently as possible, and achieve the greatest degree of synergy of those activities. The 
approach both satisfies the RFP and legislative mandates.  The approach builds on the 
media and public service foundation with a Voter Engagement and Outreach Strategy to 
ensure targeted demographics and at-risk groups are reached; and to employ communi-
cations channels outside the heavily congested election-year traditional media.
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Finalize Strategy & Plan

The strategy and tactics outlined are based on decades of experience but without benefit 
of discussion with Secretary of State Election officials.  So, the first step in our process 
will be understanding policy directives, Election Commissioners’ advisory group input,  
SOS voting pattern data, and the SOS plans that would complement the activities de-
scribed here.

A media relations strategy, the Secretary of State’s personal appearance schedule, and 
other considerations can and should be incorporated into the overall communications 
strategy to ensure activities are synchronized and achieve the greatest synergies and 
unity possible.

Media Plan, Negotiation, and Contract 

Ensuring effective reach to the voting population is obviously paramount and puts media 
analysis at the forefront of the process.  The reality of a modest budget makes rigorous 
analysis and judicious media selection a primary driver of the campaign and to stretch 
the available resources.

Criteria for the media strategy will include:

• Geographic coverage

• Reach against 18+ Target

• Cross channel opportunities, e.g. publishers’ websites, broadcasters’ websites

• Pass-along opportunities -- print, digital, and word-of-mouth. 

• Availability of day-parts, programming and formats conducive to the creative  
approach

• Opportunity to directly or indirectly engage news and editorial staffs.

• Overlap with the preferred media of potential outreach partners who may  
co-sponsor 

To implement our media plan, we will use several media research sources to measure 
audience delivery in quantitative and/or qualitative terms.  Nielsen Media Research pro-
vides audience delivery estimates for broadcast and cable television.  We use Nielsen’s 
Viewers in Profile report to measure audience delivery for specific programming against 
our target demographic. On the radio side of the equation, Arbitron serves as the indus-
try standard for measuring audience delivery.  We subscribe to the aformentioned rating 
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services and are well versed in the practical use of such data.  

Rating data from Nielsen and Arbitron serve as the common currency between media 
sellers and buyers  in the valuation of media air time.  Using this research as a point of 
reference, we know how to negotiate from a position of strength.  We do our homework.  
We speak the language.  When we initiate contact with the media, we quickly establish 
the parameters of the buy.  Then we use our media research to quantify audience deliv-
ery, allowing us to negotiate competitive rates for our clients.  

Although we are tough negotiators, we are equally committed to develop positive relation-
ships with the media that are built on mutual trust and respect.  Case in point, the Kansas 
Association of Broadcasters turned to us when they were looking for an independent third 
party to handle media planning and placement. We believe these positive relationships 
will prove valuable as we negotiate matching weight and value added promotion.  In ad-
dition, our positive media relationships will pave the way for subsequent public relations 
activities.

Creative Process:  Developing the IDea?

The idea or branding communication is developed by following our unwavering philoso-
phies of effective communications:

First, understand your communications objective from the point of view of the intended 
recipient, through their prism, on their terms.

Second, earn your audience’s time and attention.  Be arresting, memorable, and engag-
ing.

Third, earn their respect by being respectful …take the subject seriously, but not yourself 
too seriously.

And fourth, make sure to understand all sides both the positive and possible negative 
in order to make sure to communicate the message effectively and intelligently avoiding 
unforeseen interpretations.  

In developing the campaign for S.A.F.E. voting, we anticipate the challenges: Our objec-
tive should be to mitigate, not argue, opinions about the underlying legislation.  The tone 
and tenor should be good-natured, offering a straightforward approach to inform the voter 
of the law, a reminder of identification requirements, and help the voter avoid inconve-
nience and have a positive voting experience. 

It needs to be acknowledged that a level of cynicism exists so communications must be 
positive, objective, and avoid any hint of negativity. 
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The storyboards presented, albeit without benefit of discussing with officials of the Sec-
retary of State, suggest an approach that reflects these principles and recommendation.

Outreach and non-media voter engagement programs 

Enlisting third-party partners has proven a successful tactic in similar situations, achieving 
greater reach to the target audiences and reinforcing the broadcast message by involving 
the audience through more diverse channels where they have a relationship.  Given the 
minimalist budget, a Voter Engagement strategy is more imperative as a good faith effort 
to ensure voter awareness of new policy.

The Outreach will leverage existing WhitworthBallou/KMG client relationships and new 
ones.  The Got Photo ID campaign is expected to appeal to potential partners for its pub-
lic service altruism and friendliness.

 Priority will be given four grassroots/outreach partner groups:

a. Electoral Organizations

Priority will be given to formatting tools for organizations active in 
the electoral process, specifically party apparatus, campaign man-
agement, and county election commissions; the League of Women 
Voters, and university student government organizations.

b. Retailers and Associations

We will reach out to high traffic retailers, chambers of commerce, util-
ities, and other entities with very large patron and customer groups.  
Examples include Hy-Vee, Dillon’s, Westar, Kansas Chamber of Com-
merce, top 10 local Chambers, Kansas Farm Bureau, AARP Kansas, 
Association of Rural Electric Cooperatives, Kansas Healthcare Asso-
ciations, DCCCA, and Kansas agricultural associations.

c.	 Website	Affiliations

Partners with robust website activity will be solicited.   The Secretary 
of State’s website should likewise be adapted to accommodate as 
much of the integrated campaign as resources will support – televi-
sion, print, partner recognition.

Requests will be made with heavily trafficked athletic fan websites 
e.g. KU Sports, Kansas Athletics, KSU Athletics and other University 
websites.
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Web content will be provided to all Kansas state Senators and Rep-
resentatives and the U.S. Congressional delegation to include in their 
website constituent services.

d. Targeted Segment Tactics

Tactics targeted to organizations and groups of specific segmented audiences including 
those at higher risk of disenfranchisement, or for whom traditional media may not be en-
tirely effective.  

• Public agencies serving large population groups and those potentially affected

• Military personnel at Ft. Leavenworth, Ft. Riley, Olathe Naval Air Station, Kan-
sas Air National Guard etc.

• Ethnic groups and festivals including Spanish speaking congregations

• Programs for the elderly

• The Kansas Board of Education will be contacted for assistance in making infor-
mation available in student voter registration kits.

• Agencies supporting the economically disadvantaged

• Communications targeted to newcomers to the state through Real Estate asso-
ciations, Visitors Bureaus, state licensing agencies, etc.

Insufficient resources are available to approach large employer groups individually but 
efforts through the Chambers of Commerce, health care associations, and other “aggre-
gators” will be employed to leverage this channel.

Media Relations

An editor contact plan should be considered in context with the campaign to enlist edito-
rial support of the voter identification and registration requirements, and to call attention 
to the media campaign itself.  WhitworthBallou can serve as an agent in identifying the 
key editors and bloggers, and scheduling interviews and briefings as needed. Proactive 
media relations is neither in the scope of work described in the RFP nor reflected in the 
proposed budget but enlisting this strategy should be given priority to raise engaged voter 
awareness, word-of-mouth and pass-along information. 
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EXAMPLE Timeline

Phase 1 - ID Requirements

       

Phase 2 - Registration Requirements + Continue ID Support
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Paid Media, which is tied to specific election events, occurs in Phase I.  Should proof-of-cit-
izenship legislation go into effect in 2012, the messaging and format has been designed 
to support both registration and voter i.d. information.

If the legislation does not change, and because proof of citizenship is not tied to specific 
election events, broadcast messages will be placed on a public service basis throughout 
2013 to complement paid print announcements.
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APPENDIX 2: EXAMPLE MEDIA FRAMEWORK  
     & BUDGET ESTIMATES
Target Market: 

Adults 18+, Kansas residents
• Registered voters in Phase I
• Not registered voters in Phase II
• Persons who are likely to be affected by new legislation
•   Elderly
•   Spanish speaking residents 

Media Mix 

We believe in the concept of media synergy (1+1=3).  Our plan features an optimal mix 
that includes traditional and non-traditional media.

Traditional media will allow us to: 

• Achieve broad reach against our target demographic.
• Deliver our message to a large geographic footprint that includes the 

entire state of Kansas.
• Most importantly, traditional media allows us to accomplish these two 

goals with a relatively high level of certainty.

Non-Traditional media will allow us to: 

• Target a Social Media demographic and reach a captive audience 
throughout the campaign for minimal expense.  Social Media expo-
sure will be acquired through Facebook, Twitter and YouTube. 

• Take a grassroots appropriate to marketing the campaign through 
corporate partnerships (Outreach and Corporate Partnerships are 
outlined in greater detail in Sec. 4.4/2.7.4).  This will give the cam-
paign longevity through the campaign with posters and bill inserts.

• Build frequency against younger, hard to reach demographics.
• Voter ID splash page/website.  The splash page will directly relate 

to all marketing materials and advertisements.  The splash page will 
simplify the message and process for the voter and connect to the 
Kansas Secretary of State website for more information.
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Television

Strategic Rationale

• Serves as cornerstone of our media campaign

• Achieves broad reach against our target audience

• 90% reach against adults 18+

• Provides large geographic footprint

• Covers 98% of all Kansas homes

• Generates unmatched creative punch

• A unique combination of sight, sound, color and motion, allows us to communi-
cate our message to our prospects at several levels

• Allows targeted message against Spanish speaking market

• Univision, Telemundo, Galavision, etc. 

Geographic Coverage

Television campaign will feature full statewide coverage:

Kansas City DMA
• KMBC/ABC
• KCTV/CBS
• KSHB/NBC
• WDAF/FOX
• Cable

Wichita-Hutchinson DMA
• KAKE+/ABC
• KWCH+/CBS
• KSNW+/NBC
• KSAS+/FOX
• KDCU/Univision
• Cable

Topeka DMA
• KTKA/ABC
• WIBW/CBS
• KSNT/NBC
• KTMJ/FOX
• Cable
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Pittsburg-Joplin DMA 
• KODE/ABC
• KOAM/CBS
• KSNF/NBC
• KFJX/FOX
• Cable  

Timing

One week of television will run prior to the Primary election in 2012 and a second week 
of television will run prior to the General election in 2012.

Daypart Distribution

• Early Morning News
• Noon News
• Early Evening News
• Late News 
• Spanish Language Programming

Value Added Promotion

Agency will leverage media negotiations to gain matching weight and/
or online component

Budget Estimates

300 GRPs per week in each DMA x 2 weeks  $xxxxxx

Audience Delivery Estimates

 Reach:  90%
 Frequency:  6.7
 Gross Impressions:  19,838,994
 Gross Impressions within Kansas:  12,028,110
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Television Coverage Map
 

Broadcast television provides a large geographic footprint that covers 
98% of all Kansas Households.
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Reach & Frequency

        Kansas City, Wichita, 
								Topeka	&	Pittsburg	DMAs												
        Demo: Adults 18+                                        Reach & Frequency Analysis
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Radio
Strategic Rationale

- Creates media synergy (1+1=3)
- Builds frequency against our target audience
- Allows us to reinforce broadcast and print messaging at the final point 

of contact before they reach their polling location
- Assures message delivery against Spanish speaking market

Geographic Coverage
Selective Statewide Coverage – see coverage map & list

- Top Rated Stations in Kansas – 10 stations
- Kansas Information Network – 37 stations
- Spanish Language Stations – 8 stations

Timing
One week of radio will run prior to the Primary election in 2012 and 
a second week of radio will run prior to the General election in 2012.

Value Added Promotion
Agency will leverage media negotiations to gain matching weight and/
or online component

Budget Estimates
Top Rated Stations – 10 stations 

15x per week/station for two weeks $XXXXX

Kansas Information Network – 37 stations 
30x per week/station for two weeks $XXXXX

Spanish Language Stations – 8 stations 
30x per week/station for two weeks $XXXXX 

Audience Delivery Estimates
Top Rated Stations - 10 Stations 

Gross Impressions within Kansas: 1,971,000

Kansas Information Network – 37 stations 
Gross Impressions within Kansas:  2,094,000

Spanish Language Stations – 8 stations 
Gross Impressions within Kansas: 174,00
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Radio Coverage Map
 

Radio reaches a qualified audience using the top 10 rated stations, 
the Kansas Information Network and Spanish speaking stations.
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Radio – Top 10 Stations
Radio Station City Format A 18+ AQH Listeners
KFDI FM Wichita Country 11,300
KQRC FM Kansas City Rock 7,500
KCFX FM Kansas City Classic Rock 6,700
KCMO FM Kansas City Oldies 6,400
KRBB FM Wichita Lite Rock 6,200
KTPK FM Topeka Country 6,000
WHB AM Kansas City Sports 5,500
WDAF FM Kansas City Country 5,500
KBEQ FM Kansas City Country 5,400
KMBZ AM Kansas City News 5,200
    

Arbitron County Coverage Report, Fall, 2010, A18+, Average Quarter Hour Listeners 
within the state of Kansas.

Radio	–	Kansas	Information	Network
Radio Station City Format A 18+ AQH Listeners
KNSS AM Wichita News/Talk 6,400
WIBW FM Topeka Country 4,300
KMUW FM Wichita News/Jazz 3,800
KCJK FM Kansas City Jack 3,000
WIBW AM Topeka News/Talk 2,700
KCMO AM Kansas City News/Talk 2,300
KKJQ FM Garden City Country 2,000
KSAL AM Salina News/Talk 2,000
KBLS FM Manhattan Adult Contemporary 1,700
KSAJ FM Abilene Oldies 1,700
KOTE FM Eureka Country 900
KBBE FM McPherson Full Service 900
KXKU FM Hutchinson Country 800
KVGB AM Great Bend News/Talk 500
KINZ FM Chanute Classic Hits 400
KNCK AM Concordia Country 300
KBGL FM Great Bend Oldies 300
KNGL AM McPherson Full Service 200
KRSL AM Russell Adult Contemporary 200
KABI AM Abilene Standards 100



Bid Event#:  EVT0002068

Consortium Proposal 12-16-13
  Page 109

Radio Station City Format A 18+ AQH Listeners
KAYS AM Hays Oldies 100
KBUF AM Garden City Country 100
KKAN AM Phillipsburg Full Service 100
KQMA FM Phillipsburg Full Service 100
KLKC AM Parsons News/Talk 0
KKOY AM Chanute News/Talk 0
KWGB FM Colby Country 0
KALN AM Iola Oldies 0
KQNK AM Norton Classic Hits 0
KQNK FM Norton Classic Hits 0
KSKL FM Scott City Oldies 0
KULY AM Ulysses Country 0
KCAY FM Russell Adult Contemporary 0
      

Arbitron County Coverage Report, Fall, 2010, A18+, Average Quarter Hour Listeners 
within the state of Kansas.

Radio – Spanish Stations
Radio Station City Format A 18+ AQH Listeners
KYQQ FM Arkansas City Spanish  1,500
KDTD AM Kansas City Spanish  1,100
KSSA FM Ingalls Spanish  300
KZQD FM Liberal Spanish  0
KKHK AM Kansas City Spanish  0
KYUU AM Liberal Spanish  0
KCZZ AM Kansas City Spanish  0
KTCM FM Kingman Spanish  0
    

Arbitron County Coverage Report, Fall, 2010, A18+, Average Quarter Hour Listeners 
within the state of Kansas.
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Newspaper

Strategic Rationale
• Provides large geographic footprint – covers 99% of counties
• Allows us the ability to communicate detailed information
• Provides a foundation for positive public relations efforts
• Achieves visual synergy with non-traditional media

Geographic Coverage
Full Statewide Coverage
• 32 Daily Newspapers – 547,194 circulation
• 175 Weekly Newspapers – 386,623 circulation
• 11 Spanish, Vietnamese, Urban & Aging – 97,900 circulation

Timing
One insertion will run in each newspaper prior to the Primary election 
in 2012 and a second insertion will run prior to the General election 
in 2012.  A third insertion will run in 2013 in conjunction with Phase II.

Value Added Promotion
Agency will leverage media negotiations to gain matching weight and/
or online component

Budget Estimates
Three 2 column by 4 inch ads in 218 newspapers $XXXXX

Audience Delivery Estimates
Combined circulation based on three insertions:  3,095,151
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Newspaper Coverage Map
 

Newspaper placement covers virtually every county in the state of Kansas.
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Newspapers – Dailies
Newspaper  City County Circ
Abilene Reflector-Chronicle Abilene Dickinson 3503
Arkansas City Traveler Arkansas City Cowley 4050
Chanute Tribune  Chanute Neosho 3699
Clay Center Dispatch Clay Center Clay 2767
Colby Free Press Colby Thomas 1954
Concordia Blade-Empire Concordia Cloud 2262
Council Grove Republican Council Grove Morris 1740
Dodge City Daily Globe Dodge City Ford 6691
Emporia Gazette Emporia Lyon 7387
Fort Scott Tribune Fort Scott Bourbon 2541
Garden City Telegram Garden City Finney 7924
Great Bend Tribune Great Bend Barton 6216
Hays Daily News Hays Ellis 9644
High Plains Leader & Times Liberal Seward 2700
Hutchinson News Hutchinson Reno 27248
Independence Daily Reporter Independence Montgomery 5168
Iola Register  Iola Allen 3195
Junction City Daily Union Junction City Geary 4538
Kansas City Star  Kansas City Wyandotte,    
   Johnson 237013
Lawrence Journal-World Lawrence Douglas 16902
Leavenworth Times Leavenworth Leavenworth 5531
Manhattan Mercury Manhattan Riley 9504
McPherson Sentinel McPherson McPherson 3442
Newton Kansan  Newton Harvey 6647
Ottawa Herald  Ottawa Franklin 3891
Parsons Sun  Parsons Labette 4096
Pittsburg Morning Sun Pittsburg Crawford 6763
Pratt Tribune  Pratt Pratt 1529
Salina Journal  Salina Saline 26451
Topeka Capital-Journal Topeka Shawnee 42125
Wichita Eagle  Wichita Sedgwick 75614
Winfield Daily Courier Winfield Cowley 4459
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Newspapers	–	Weeklies
Newspaper  City County Circ
Advocate of Phillips County Phillipsburg Phillips 1838
Anderson County Advocate Garnett Anderson 1126
Anderson County Review Garnett Anderson 2924
Andover American Andover Butler 700
Anthony Republican Anthony Harper 2075
Ark Valley News Valley Center Sedgwick 1836
Atchison Globe Atchison Atchison 3370
Attica Independent Attica Harper 659
Augusta Daily Gazette Augusta Butler 1907
Baldwin City Signal Baldwin City Douglas 1734
Basehor Sentinel Bonner Springs Leavenworth 895
Bel Aire Breeze (monthly) Valley Center Sedgwick 7600
Belle Plaine/Oxford Combo Belle Plaine Sumner 1001
Belleville Telescope Belleville Republic 2778
Beloit Call  Beloit Mitchell 1623
Bird City Times  Bird City Cheyenne 434
Blue Rapids Free Press Blue Rapids Marshall 1000
Bonner Springs Chieftain Bonner Springs Wyandotte 2126
Bucklin Banner  Bucklin Ford 449
Caldwell Messenger Caldwell Sumner 1192
Cawker City Ledger Cawker City Mitchell 763
Cedar Vale Outlook Winfield Chautauqua 400
Chapman & Enterprise News-Times    
  Chapman Dickinson 742
Chase County Leader-News Cottonwood Falls Chase 1204
Cherokee County News-Advocate    
  Columbus Cherokee 3800
Cimarron Jacksonian Cimarron Gray 824
Clark County Clipper Ashland Clark 603
Clark County Gazette Minneola Clark 325
Clyde Republican Clyde Cloud 788
Coffey County Republican Burlington Coffey 2680
Coffeyville Journal Coffeyville Montgomery 4725
Columbus News Report Columbus Cherokee 351
Community Voice Wichita Sedgwick 6600
Conway Springs Star      
and Argonia Argosy Conway Springs Sumner 1060
Courtland Journal Courtland Republic 548
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Newspaper  City County Circ
Cunningham Courier Cunningham Kingman 624
Derby Informer  Derby Sedgwick 1028
Dighton Herald  Dighton Lane 1049
Downs News and Times Downs Osborne 958
Edwards County Sentinel Kinsley Edwards 1012
El Dorado Times  El Dorado Butler 2878
Elkhart Tri-State News Elkhart Morton 1325
Ellinwood Leader Ellinwood Barton 911
Ellis Review  Ellis Ellis 1007
Ellsworth County Independent/Reporter    
  Ellsworth Ellsworth 2295
Erie Record  Erie Neosho 980
Eureka Herald  Eureka Greenwood 2052
Fairview Enterprise Fairview Brown 437
Fort Leavenworth Lamp Leavenworth Leavenworth 7500
Fort Riley - 1st Infantry Division Fort Riley Geary 9298
Frankfort Area News Frankfort Marshall 795
Galena Sentinel-Times Galena Cherokee 1331
Gardner News  Gardner Johnson 2200
Glasco Sun/Delphos Republican Glasco Cloud 367
Goodland Star-News Goodland Sherman 1575
Gove County Advocate Quinter Gove 1754
Greeley County Republican Tribune Greeley 1071
Gyp Hill Premiere Medicine Lodge Barber 908
Hanover News  Hanover Washington 866
Harper Advocate Harper Harper Undis
Harvey County Independent Halstead Harvey 1918
Haskell County Monitor-Chief Sublette Haskell 747
Haysville Sun-Times Haysville Sedgwick 1300
Herington Times  Herington Dickinson 2000
Hesston record  Hesston Harvey 1065
Hiawatha World  Hiawatha Brown 1854
High Plains Journal Dodge City Ford 52151
Hill City Times  Hill City Graham 2239
Hillsboro Free Press Hillsboro Marion 7309
Hillsboro Star-Journal Hillsboro Marion 1144
Hoisington Dispatch Hoisington Barton 1326
Holton Recorder Holton Jackson 4575
Horton Headlight Horton Brown 1367
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Newspaper  City County Circ
Hoxie Sentinel  Hoxie Sheridan 1040
Hugoton Hermes Hugoton Stevens 1914
Humboldt Union Humboldt Allen 569
Jetmore Republican Jetmore Hodgeman 904
Jewell County Record Mankato Jewell 911
Johnson Pioneer Johnson City Stanton 800
Kansas Chief  Wathena Doniphan 2710
Kansas City Call  Kansas City Jackson, Mo. Undis
Kansas City Record Kansas City Wyandotte Undis
Kingman Leader-Courier Kingman Kingman 2250
Kiowa County Signal Pratt Kiowa 789
Kiowa News  Kiowa Barber 1023
Labette Avenue  Oswego Labette 1645
Lakin Independent Lakin Kearny 1,369
Lansing Times  Lansing/Leavenw. Leavenworth 4,600
Larned Tiller & Toiler Larned Pawnee 1609
Ledger (Moundridge) Moundridge Moundridge 1120
Leoti Standard  Leoti Wichita 865
Liberal Light  Liberal Seward undis
Lincoln Sentinel-Republican Lincoln Lincoln 1750
Lindsborg News-Record Lindsborg McPherson 1788
Linn County News Pleasanton Linn 2357
Linn-Palmer Record Linn Washington 981
Logan Republican Logan Phillips 900
Lucas-Sylvan News Lucas Russell 585
Lyons News  Lyons Rice 1759
Madison News  Madison Greenwood 883
Manhattan Free  Press Manhattan Riley 2000
Marion County Record Marion Marion 2593
Marquette Tribune Marquette McPherson 520
Marysville Advocate Marysville Marshall 5033
Meade County News Meade Meade 1613
Merchant’s Directory Mullinville Kiowa 344
Miami/Osawatomie     
/Louisburg Combo Osawatomie Miami 7447
Miltonvale Record Miltonvale Cloud 540
Minneapolis Messenger Minneapolis Ottawa 1485
Mirror (Tonganoxie) Tonganoxie Leavenworth 2400
Mission Valley Herald Eskridge Wabaunsee 561
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Newspaper  City County Circ
Monitor-Journal (Little River) Little River Rice 546
Montezuma Press Montezuma Gray 1064
Montgomery County Chronicle Caney Montgomery 1856
Mount Hope Clarion Hesston Sedgwick 1625
Mulvane News  Mulvane Sumner 1712
Neodesha Derrick Neodesha Wilson 1690
Ness County News Ness City Ness 1829
Ninnescah Valley News Pretty Prairie Reno 750
Norton Telegram  Norton Norton 1229
Norwich News Conway Springs Kingman 283
Oakley Graphic  Oakley Logan 1315
Oberlin Herald  Oberlin Decatur 1859
Olathe News  Olathe Johnson 4424
Onaga Herald  Onaga Pottawatomie 970
Osage County Herald-Chronicle Osage City Osage 4204
Osborne County Farmer Osborne Osborne 1354
Oxford Register Belle Plaine Sumner 262
Peabody Gazette-Bulletin Peabody Marion 1165
Phillips County Review Phillipsburg Phillips 1645
Plainville Times Plainville Rooks 1207
Prairie Post  White City Morris 829
Prairie Star  Sedan Chautauqua 2163
Protection Press  Protection Comanche 818
Rawlins County Square Deal Atwood Rawlins 2014
Record (Turon)  Turon Reno 491
Riley Countian  Riley Riley 1086
Rose Hill Reporter Rose Hill Butler 868
Rural Messenger Haven Harvey 16000
Rush County News LaCrosse Rush 1707
Russell County News Russell Russell 2367
Sabetha Herald  Sabetha Nemaha 1959
Scandia Journal  Belleville Republic 432
Scott County Record Scott City Scott 1727
Sedgwick County Post Wichita Sedgwick undi
Seneca Courier-Tribune Seneca Nemaha 2714
Shawnee Dispatch Shawnee Johnson 22,560
Smith County Pioneer Smith Center Smith 2688
South Haven New Era Conway Springs Sumner 341
Spearville News  Spearville Ford 776
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Newspaper  City County Circ
St. Francis Herald St. Francis Cheyenne 1441
St. John News  St. John Stafford 632
St. Marys Star  St. Marys Pottawatomie 1447
Stafford Courier  Stafford Stafford 873
Sterling Bulletin  Sterling Rice 995
Stockton Sentinel Stockton Rooks 1864
Syracuse Journal Syracuse Hamilton 772
Telegraph (Waterville) Waterville Marshall undis
Times-Sentinel  Cheney Sedgwick 2685
Topeka Metro News Topeka Shawnee undis
Ulysses News  Ulysses Grant 2122
Valley Falls/Oskaloosa Combo Valley Falls Jefferson 4553
Wabaunsee County      
Signal-Enterprise Alma Wabaunsee 1340
Wamego Smoke Signal Wamego Pottawatomie 9728
Wamego Times  Wamego Pottawatomie 1304
Washington County News Washington Washington 2750
Wellington News Wellington Sumner 2293
Western Kansas World WaKeeney Trego 1348
Western Star  Coldwater Comanche 987
Western Times  Sharon Springs Wallace 3656
Westmoreland Recorder Westmoreland Pottawatomie 681
Wilson County Citizen Fredonia Wilson 3264
Wyandotte Daily News Kansas City Wyandotte 1750
Wyandotte Echo  Kansas City Wyandotte 1027
Yates Center News Yates Center Woodson 1029

Newspapers – Spanish, Vietnamese, Urban & Aging
Newspaper  City Niche Circ
La Estrella  Dodge City Spanish 3000
La Semana  Garden City Spanish 3000
Tiempos  Wichita Spanish 15200
El Lider  Liberal Spanish 3800
Dos Mundos  Kansas City Spanish unknown
El Heraldo  Great Bend Spanish 1300
La Vox  Emporia Spanish unknown
Ngay Nay (monthly) Wichita Vietnamese unknown
KC Globe  Kansas City Urban 10000
Community Voice Wichita Urban 6600
Active Aging  Wichita Aging 55000
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EXAMPLE Traditional Media Budget Summary 
Television placement

 12,028,110 gross impressions within Kansas  $XXXXX

Radio placement

  4,239,000 gross impressions within Kansas   $XXXXX

Newspaper placement

  3,095,151 total circulation within Kansas   $XXXXX

Totals

 19,362,261 gross impressions/circulation within Kansas $XXXXX

It should be noted that the budgets and audience delivery estimates contained in this plan 
are for planning purposes only.  We cannot negotiate placement and guarantee rates on 
your behalf until we are named agency of record.  Accordingly, the data contained in this 
plan has been compiled based on recent statewide campaigns we have launched for 
other clients.  

It should also be noted that we have enjoyed tremendous success in negotiating match-
ing weight for public service campaigns and not-for-profit clients.  We are confident that 
we will experience the same type of success if we are chosen to represent the Kansas 
Secretary of State.  The audience delivery estimates contained in this plan are based on 
paid advertising only.  Actual audience delivery will be substantially larger based on an-
ticipated matching weight from the stations and newspapers.  

EXAMPLE MEDIA RATIONALE

a. A clear and reasonable budget that maximizes the effective use of available funds.

The budget will require very thoughtful and judicious planning to 
achieve all that’s requested:  research, creative development, tele-
vision production and the level of service we would all agree is war-
ranted.  But we do not believe in taking risky short-cuts, or short-shrift-
ing any aspect of this assignment.  The budget submitted is our 
good-faith proposal to conduct professional research services that 
meet rigorous professional standards; a creative product that meets 
the test for communications effectiveness and production values; and 
highly responsive service quality.
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b. A realistic timeline that reflects commitment to meet the timeframes for  
 implementation of the campaign.

The timeline proposed in 5.5 Methodology And Timeline we believe to 
be reasonable and in conformity with your requirements.  We will be 
pleased to adapt that calendar to the realities of the KSC calendar of 
activities, priorities, and budget parameters.
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